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2. Data and methods 
2.1 Online survey of Facebook AHG members 
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Table 1. Final selection of 16 Facebook groups of the current study 
  Group name                                                                          
English translation 
[Finnish original]                                    
Number of
group members 
who responded 
to survey 
Total
number 
of group 
members 
Group category FB page 
or open 
group? 
    Number %       
1 875 grams [875 
grammaa] 
221 31 117883 Societal wellbeing 
movement  
Page 
2 We <3 Kerava  113 15.9 6203 Community/discussion Group 
3 Former city standers 
Lappeenranta [Entiset 
citynseisojat 
Lappeenranta] 
97 13.6 2478 Community/discussion Group 
4 Fur farm free Finland 
2025 [Turkistarhaton 
Suomi 2025] 
69 9.7 17541 Protest/support 
movement 
Page 
5 My Finland is 
International [Minun 
Suomeni on 
kansainvälinen] 
46 6.5 48690 Ideological movement Page 
6 I do 2013 [Tahdon2013] 33 4.6 74935 Law initiative Page 
7 Carpool Rovaniemi-
Oulu-Rovaniemi 
[Kimppakyyti 
Rovaniemi-Oulu-
Rovaniemi] 
24 3.4 1508 Community/discussion Group 
8 Finnish Defence League  
(FDL)  
15 2.1 4408 Ideological movement Page 
9 We challenge the 
government to live on 
income support for a 
month [Haastamme 
hallituksen elämään 
kuukauden 
toimeentulotuella] 
11 1.5 58326 Protest/support 
movement  
Page 
10 Pro gender neutral 
marital law 
[Sukupuolineutraalin 
avioliittolain puolesta] 
10 1.4 18020 Ideological movement Page 
11 Say NO to MPs’ pay 
raises [Sano EI 
kansanedustajien 
palkankorotuksille] 
7 1 35653 Protest/support 
movement  
Page 
12 Talvivaara has to be 
closed [Talvivaara on 
suljettava] 
4 0.7 1454 Protest/support 
movement  
Page 
13 Pekka Haavisto for 
President 2012 [Pekka 
Haavisto Presidentiksi 
2012] 
2 0.3 97892 Protest/support 
movement 
 Page 
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14 Sign basic income 
initiative [Allekirjoita 
perustulo-
kansalaisaloite] 
2 0.3 975 Law initiative Page 
15 DogDroppings Into a 
Bag [KoiranPaskat 
Pussiin] 
1 0.1 67 Societal wellbeing 
movement 
Group 
16 Say NO to new TV fee 
raise [Sano EI uudelle 
Tv-maksun 
Korotukselle] 
1 0.1 31177 Protest/support 
movement  
Page 
 I do not know 38 5.3       
 I do not want to tell 18 2.5       
  Total 712 100 517210     
 Table 2. Respondent frequencies (N=656) according to group categories 
Group category type Frequency % 
Societal wellbeing movement 223 34.1 
Community/discussion 233 35.5 
Protest/support movement 94 14.3 
Ideological movement 71 10.8 
Law initiative 35 5.3 
Total 656 100 
Identification not revealed 56  
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2.2. Detecting the presence of selected AHGs in Finnish news media 
3. Results and discussion 
3.1 Survey: general respondent information 
 
                                                          
1
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Figure 1. Percentage of different age group members in the specified group types (N=656) 
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Figure 2. Proportion (%) of members’ educational level among the group types 
(N=656, excluding ‘I don’t know’ n=6 and ‘Other’ n=4) 
3.2 Members’ motives to join the group 
Table 3. Group members’ motives according to the importance for joining their group (N=712) 
Motives in order of importance Mean Std. Deviation 
1. I wanted to get information on the subject 4.07 .997 
2. I wanted to share information 3.06 1.297 
3. I thought the group to be influential 2.97 1.401 
4. I wanted to express my opinion 2.90 1.357 
5. I wanted to participate in the discussion about the 
group’s subject 
2.88 1.251 
6. I thought the group to be entertaining 2.79 1.342 
7. My friends were in the group 2.00 1.215 
8. The group had a lot of members 1.85 1.129 
9. I wanted to get new friends 1.49 .903 
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Figure 3. Mean values of the importance of various motivators among the different types of 
groups 
(1=not important at all, 5=very important) (N=656) 
3.3. Members’ perceptions of group objectives 
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Table 4. Evaluation of the importance of group’s objectives (N=712) 
Objectives in order of importance Mean Std. Deviation 
1. Information sharing 4.17 1.011 
2. Activating people 3.85 1.182 
3. Discussion 3.77 1.135 
4. Reaching a specific goal 3.55 1.323 
5. Bringing people together 3.47 1.257 
6. General conspicuousness of the group 3.07 1.369 
7. Media visibility 2.91 1.408 
Figure 4. Mean values of the importance of various objectives (1=not important at all, 5=very 
important) between group types (N=656) 
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3.4 Ad hoc groups’ online and offline activity, objectives, and presence in Finnish 
news media 
Table 5. Proportions (%) of traditional media channels from which groups’ members have got 
news/information about their groups (adjusted to group membership counts: group result 
frequency / group member count = %)  
Group type Newspaper Radio TV Cannot say 
Societal wellbeing movement 80 49 68 1 
Community/discussion 55 6 2 0 
Protest/support movement 48 15 23 5 
Ideological movement 32 8 23 4 
Law initiative 83 40 54 9 
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Table 6. Distribution of newspaper coverage frequencies and total number of news per group 
and group type from the time period of 2010-2015 
 Group name Group category  Coverage in 
different 
newspapers 
Total 
number of 
news 
875 grams                                                            Societal wellbeing 13 40 
Pekka Haavisto for president 2012                        Protest/support 12 22 
I do 2013                       Law initiative 8 10 
Dog droppings into a bag Societal wellbeing 6 7 
Finnish Defence League (FDL) Ideological movement 4 6 
We challenge the government to live on 
income support for a month 
Protest/support 
3 5 
We <3 Kerava Community/discussion 2 2 
Fur farm free Finland 2025 Ideological movement 2 2 
My Finland is International Ideological movement 2 2 
Former city standers Lappeenranta Community/discussion 1 1 
Carpool Rovaniemi-Oulu-Rovaniemi Community/discussion 0 0 
Pro gender neutral marital law Ideological movement 0 0 
Say NO to MPs' pay raises Protest/support 0 0 
Talvivaara has to be closed Protest/support 0 0 
Sign basic income initiative Law initiative 0 0 
Say NO to the new TV fee raise Protest/support 0 0 
Total  53 97 
Table 7. Comparison of group types’ news coverage frequencies from the media analysis and 
mean values of traditional media visibility and conspicuousness objectives from the survey 
results 
Group category type Objective of media 
visibility 
(mean 1-5) 
Total number of 
news 
(frequency) 
Objective of 
conspicuousness 
(mean 1-5) 
Protest/support 3.81 27 4.02 
Law initiative 3.54 10 3.43 
Societal wellbeing 3.13 47 3.18 
Ideological movement 3.01 10 3.11 
Community/discussion 2.48 3 2.90 
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Table 8. Comparison of selected groups by number of news and AHGs’ followers/membership  
Ranking by 
number of 
followers 
Group name Number 
of news 
items 
Number  
of followers 
1. 875 grams 40 118000 
2. Pekka Haavisto for president 2012 22 98000 
3. I do 2013 10 75000 
4. We challenge the government to live on income 
support for a month 
7 58000 
16. Dog droppings into a bag 6 670 
11. Finnish Defence League (FDL) 5 4000 
6. Say NO to MPs' pay raises 0 36000 
7. Say NO to the new TV fee raise 0 31000 
4. Conclusions and discussion 
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Figure 5. AHG categories on a scale presenting their motivations/objectives and media 
visibility 
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